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The intellectual capital in the Slovenian hotel industry has been improved in the past few years
what is extremely desirable and necessary since today the Slovenian hotel industry is facing
increased competition in the enlarged European single market. The paper presents an empirical
analysis of the development of intellectual capital in the hotel industry in Slovenia between 2003
and 2006. In this period of time Slovenia entered the European Union (EU). The results show
progress of intellectual capital and reveal some problems that the Slovenian hotel industry is still
facing in the field of intellectual capital. The development of human and structural capital has
seen progress; meanwhile development of customer capital has not been evidenced. More exactly,
employee competence, employee innovativeness, business processes, information technology and
distribution channels were further developed in the given period of time. Development of other
parts or sub-components of intellectual capital has been neglected or they simply have not reached
a higher level of development. Attitude to work, company culture and distribution channels are
the least developed parts of intellectual capital in the Slovenian hotel industry in 2006. At the
end of the paper some recommendations for managers in the Slovenian hotel industry regarding
intellectual capital are given.
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In the era of the new economy, intellectual capital is the primary source of production
(Stewart, 1999, p. xxiii). No industry has escaped its touch, even the traditional
industries such the tourism industry. Intellectual capital has important impact on the
market value, increasing returns and market competitiveness (Nemec Rudež, 2004).
Increasing difference between market and book value of firms in the last fifteen years is
reflecting the increasing role of intellectual capital in the economy (Edvinsson, Malone,
1997; Hope, Fraser, 1997; Roos, Roos & Dragonetti, 2000). The nature of competitive
advantage has shifted from physical to intangible intellectual capital (Edvinsson, 2002,
p. 21). It is a dynamic category which should be constantly developed and further
Abstract





TOURISM RESEARCH NOTE    H. Nemec RudežVol. 55  No 1/ 2007/ 93-101
integrated in a firm’s competitive advantage. Additionally, intellectual capital has
negligible marginal costs (Lev, 2001, pp. 22-23) what in turn causes increasing returns.
The following study aims to investigate the development of intellectual capital in the
three-year period, that is between 2003 and 2006, in the Slovenian hotel industry and,
consequently, it researches the impacts of the EU entry in the field of the hotel industry.
Thus, changes in this period of time have reflected the adaptation of the Slovenian hotel
industry to the European single market.
The entry of Slovenia into the EU has meant new opportunities and threats for the
Slovenian hotel industry, induced by the European single market and the competitive
conditions. The success of the hotel industry in Slovenia depends on the ability to adapt
to the changed business environment which in turn depends on the knowledge and
intellectual capital that the hotel industry has. Increased competition in the single
European market substantially influences the competition in the hotel industry and as
such fosters development of intellectual capital as a competitiveness tool. The study on
intellectual capital in the Slovenian hotel industry in 2006 was carried out to confirm
the importance of the EU entry for the Slovenian hotel industry.
Intellectual capital is knowledge that can be converted into profit (Harrison & Sullivan,
2000, p. 34). Similarly, Stewart (1999, p. xx) defines intellectual capital as intellectual
material that can be put to create wealth. There are synonyms used in the literature for
the term intellectual capital. They are intangibles or intangible assets (Sveiby, 1997),
intangible resources (Haanes & Lowendahl, 1997), core competences (Hamel &
Prahalad, 1990) and knowledge assets (Lev, 2001).
Comprehensive literature has been written on intellectual capital in the last fifteen years.
It included above all high-tech industries, while the tourism industry in general has
lagged behind. There has been some progress in its introduction in the tourism industry
just in the few last years (Bouncken, 2002; Cho & Leung, 2002; Gronau, 2002;
Hattendorf, 2002; Kahle, 2002; Nemec, 2002; Pechlaner, Abfalter & Raich, 2002;
Pupovac, Zelenika & Ogorevc, 2002; Vujić, 2002; Vuković, 2002; Engstroem, Westnes
& Westnes, 2003). Kahle (2002) argues that the tourism industry has all the necessary
features to be characterized as a »new economy« industry. Bounchen (2002) addition-
ally stressed the role that knowledge plays as a main source for quality improvements
and competitive advantages in hotels, urging them to implement knowledge manage-
ment. Hatterndorf (2002) applied a knowledge management tool in the airline industry.
Further, Gronau (2002) applied knowledge management systems in the area of hospital-
ity in tourism. Pechlaner, Abfalter and Raich (2002) examined the role of knowledge
networks in cross-border destination management systems in the Alps.
The Calgarian model of tourism competitiveness (Ritchie & Crouch, 1993) and the De
Keyser-Vanhove model of tourism competitiveness (De Keyser & Vanhove, 1994) had
already stressed the importance of intangible factors for competitiveness in the tourism
industry although they do not speak about intellectual capital. Tangible assets (like
hotels, restaurants, play grounds etc.) will always define competitiveness in the tourism
industry because of its specific operations, but the role of intangible assets in the
tourism industry is already prevailing.
Mihalič & Dmitrović (2000) demonstrated that non-price resources are relatively more
important as price resources for hotel managers in Slovenia. Additionally, Mihalič &
Literature review
95
TOURISM RESEARCH NOTE    H. Nemec RudežVol. 55  No 1/ 2007/ 93-101
Konečnik (2000, p. 546) found that price competence in Slovenia is less important for
hotel companies than for the economy on average. Both studies state that managers in
hotels in Slovenia are aware of the importance of the new non-price or intangible
competition and that they agree that the advantage of intangible resources will become
even more important after the entry of Slovenia into the EU.
Measurement of intellectual capital, as a topic of special concern, has emerged in the
tourism industry, too (Brown & McDonnell, 1995; Huckenstein & Duboff, 1999;
Denton & White, 2000; Doran, 2002; Pak, 2003). It is based especially on the Bal-
anced Scorecard measurement method (Kaplan & Norton, 2000).
Intellectual capital is ordinarily classified into three basic components (Saint-Onge,
1996; Sveiby, 1997; Bontis, 1998; Stewart, 1999). They are human, structural and
customer capital. Human capital is represented by »the capabilities of the individuals
required to provide solutions to customers«, structural capital is »the capabilities of the
organization to meet market needs« and, finally, customer capital is defined as »the
depth (penetration), width (coverage), attachment (loyalty) and profitability of custom-
ers« (Saint-Onge, 1996). Engstroem et al. (2003) found significant relationships among
components of intellectual capital in the Norwegian hotel industry; meanwhile Nemec
Rudež (2004) found significant relationships among them in the Slovenian hotel indus-
try.
Further, Nemec Rudež (2004) has already investigated the development of intellectual
capital in the Slovenian hotel industry in 2003, that is before the entry of Slovenia into
the EU. A survey among 36 managers of the hotel companies in Slovenia was carried
out. Human, structural and customer capital were divided into sub-components. The
model of intellectual capital components and sub-components was developed for that
purpose. The sub-components identified for human capital were: a) employee compe-
tence, b) employee attitude to work and c) employee innovativeness for human capital.
For structural capital these were: a) management philosophy, b) culture, c) business
processes and d) information technology for structural capital. Finally, customer capital
sub-components were: a) customer satisfaction and loyalty, b) image and brand and c)
distribution channels for customer capital. Neutral weighting was used for the calcula-
tion of human, structural and customer capital. It was found that – on a seven step
Likert-type scale – human capital got a mean grade of 4.60, structural capital got a
mean value of 4.98 and customer capital got a mean value of 4.82. It was found that
human capital had to be developed better. Further, the same study found that Slovenian
hotel companies had engaged their company strategies in the field of intellectual capital
as well as having clearly defined goals that they wanted to achieve in the field of intellec-
tual capital. Furthermore, managers in the Slovenian hotel industry stated that they had
been successfully reducing barriers they had confronted in the field of intellectual
capital. According to these findings of the study, it can be concluded that there has been
notable development of intellectual capital in the following years, that is after 2003, in
the Slovenian hotel industry.
It is crucial for the Slovenian tourism industry to follow strategic documents which
concern the development of intellectual capital. Already the Slovenian tourism strategy
2001-2006 (Kovač, 2002) has defined intellectual capital policy as one of the five
fundamental development policies of Slovenian tourism. Furthermore, the tourism
policy for the year 2006 (Hribar, 2006, pp. 18-19) set the goal to increase the role of
knowledge in the Slovenian tourism industry and states that intellectual capital develop-
ment is critical for the improvement of competitive advantage.
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Slovenia had 2.4 million tourists in 2005, of which 1.6 million were international.
There were 7.6 million overnights realized in Slovenia in 2005, of which 4.4 million
nights were realized by international visitors. The number of tourists and overnights as
a whole is increasing permanently, but the number of domestic tourists as well as their
overnights is decreasing since 2000. The reason is probably in their higher purchasing
power and more competitive foreign destinations. Tourism Satellite Accounts (Sirše,
Vidjen, Kalin & Černič, 2004) found that hotels and similar establishments in 2000
represented 13.27% of domestic tourism consumption and 20.1% of international
inbound tourism. Furthermore, the Tourism Satellite Accounts found that international
inbound tourism accounted for 69.3% of total tourism consumption; meanwhile
domestic tourism contributed just 30.7% to the total tourism consumption in 2000.
Slovenia entered the EU in May 2004, a year after the research on intellectual capital in
the Slovenian hotel industry was made for the first time. There were many changes in
the Slovenian economy since then. Membership of Slovenia in the EU has increased
competitive conditions for the Slovenian hotel industry. The image of Slovenia which is
important for the inbound tourism has increased after its entry into the EU. Slovenian
tourism has access to new EU programs such as infrastructure development, technol-
ogy, training and others through structural funds. Borders among EU members are
continuing to dismantle, which in turn facilitates border procedures and transport
policy. Trans-border co-operation inside the EU has proved to be enhanced, too
(Vodeb, 2005). The common tourism market, defined by the Single European Act in
1992 as »an area without internal frontiers in which the free movement of goods,
persons, services and capital is ensured in accordance with the provisions of the treaty«,
fosters competition of the hotel industry in the EU. Further harmonization of competi-
tion rules, such as customer protection and quality standards, will probably even more
strengthen the competitive environment.
Therefore, the building-up of an intellectual capital-based hotel industry in Slovenia,
supported by a tourism policy, is essential for the competitiveness of the Slovenian hotel
industry in the EU. Sufficient investment in intellectual capital is a prerequisite of
bolstering competition in the hotel industry. The competitive environment in the EU
requires the study of dynamics and development of intellectual capital to examine if the
hotel industry in Slovenia is in line with the strengthening competition in the single
European market.
The Slovenian hotel industry operates in the oligopoly structure, represented by few
large companies. Additionally, there is a lack of small hotels that represents the weak-
ness of the Slovenian hotel industry. Stronger competition in the EU will probably
change the market structure of the Slovenian hotel industry by fostering the formation
of small hotels and, thus, making Slovenian hotel industry more flexible.
RESEARCH QUESTION AND METHOD
Based on findings of the previous research on intellectual capital in the Slovenian hotel
industry stated above (Nemec Rudež, 2004), a study was repeated in 2006. The pur-
pose of the current study is to examine if any change has happened in the field of
intellectual capital in the two years after the entry of Slovenia into the EU, respectively
in three years from the previous study. Thus, the main research question is whether the
human, structural and customer capital have been further developed in the Slovenian
hotel industry after the entry of Slovenia into the EU. The confirmation of the proposed
research question would also confirm that the management of intellectual capital,
researched in 2003 in the Slovenian hotel industry, has been managed appropriately.
Intellectual
capital in the hotel
companies in
Slovenia after
entry into the EU
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The survey, which was already developed and tested for the study in 2003 (Nemec
Rudež, 2004), was used. The questionnaire consisted of three sections. It included
statements based on a seven step Likert-type scale. The scale ranged from 1 »strongly
disagree« to 7 »strongly agree«. The first section was regarding human capital and
consisted of three parts: employee competence, employee attitude to work and em-
ployee innovativeness. The second section of the questionnaire gathered information
regarding structural capital. It included four parts: management philosophy, culture,
business processes and information technology. The third part included statements
about customer capital and consisted of three parts. They were: customer satisfaction
and loyalty, image and brand and distribution channels.
Data were coded, computed and analyzed using SPSS for Windows. The value of the
sub-components was calculated using a neutral weighting of their statements. Similarly,
the value of human, structural and customer capital were calculated using neutral
weightings of their sub-components. Means and standard deviations were carried out.
Furthermore, a dependent t-test were calculated on the mean scores of each intellectual
capital component in 2003 and in 2006 and on the mean scores of each intellectual
capital sub-components in 2003 and in 2006 to examine if significant differences exist
between the level of their development in that period.
There were 36 hotel firms participating in the survey in 2003 and in 2006. The surveys
were sent by mail to Slovenian hotel companies with at least 10 employees. Respond-
ents were hotel managers. There was a 52.2% response rate in 2003 and a 50.7%
response rate in 2006. There were 31% of small, 47% of medium-sized and 22% of
large hotel companies included in the survey in 2003; meanwhile there were 27% of
small, 46% of medium-sized and 27% of large hotel companies included in the survey in
2006. Most of them took part in both studies. Both surveys also dealt with small
samples because of the smallness of the Slovenian hotel market.
RESULTS
Respondents gave to each component of intellectual capital – human, structural and
customer capital – grade higher than 5.00 out of 7.00 in 2006 while there were ranging
from 4.60 to 4.98 in 2003. The results are presented in Table 1. There is a general
agreement among managers that the components of intellectual capital are somewhat
developed in the Slovenian hotel industry. The t-test results showed that there is a
significant difference in the level of development of human and structural capital
between 2003 and 2006 while there is not a significant difference in the level of devel-
opment of customer capital in the same period. The interpretation of the results was
done at a 5% level of significance.
Table 1 
DEVELOPMENT OF INTELLECTUAL CAPITAL COMPONENTS
IN THE SLOVENIAN HOTEL INDUSTRY IN 2003 AND 2006
2003 2006    Mean Stand. dev.
Human capital 4.60 5.06 -0.45 1.02 -2.668 0.011
Structural capital 4.98 5.42 -0.44 1.14 -2.325 0.026
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Further analysis regarding the development of intellectual capital between 2003 and
2006 in the Slovenian hotel industry showed that there does not exist a significant
difference in the level of development of every intellectual capital sub-component. T-test
results for intellectual capital sub-components are reported in Table 2. However,
employee competence and employee innovativeness as parts of human capital, business
processes and information technology as parts of structural capital and distribution
channels as a part of customer capital have been further developed between 2003 and
2006. Employee competence and employee innovativeness on one hand and business
processes and information technology on the other hand have had a considerable
positive impact on human and structural capital to rise the level of their development as
a whole in that period.
According to the aforementioned findings, there has not been noted further develop-
ment of those sub-components of intellectual capital in the given period of time, which
had had assigned an average value higher than 5.00 already in 2003. On the contrary,
there has been a development of sub-components which had an average value of under
5.00 in 2003. The exception is the sub-component of business processes which has
even risen in its average value from 5.01 to 6.00 in 2006. The lowest average value still
has the sub-component of distribution channels. It has reached the average grade of
only 4.55 out of 7.00 in 2006.
Results only partly confirm the research question on the development of intellectual
capital in the Slovenian hotel industry between 2003 and 2006. There are some areas of
intellectual capital that have been neglected in recent years in the Slovenian hotel
industry.
This paper sheds some light on the changes that the Slovenian hotel industry has been
confronting after Slovenia entered into the EU. There is a very competitive market in
the hotel industry in the EU. The Slovenian hotel industry has to be on the alert because
it is competing on the European market for its tourists, revenue and profit. Slovenia
could gain or lose from global tourism competitiveness since there are changing tastes of





DEVELOPMENT OF INTELLECTUAL CAPITAL SUB-COMPONENTS
IN THE SLOVENIAN HOTEL INDUSTRY IN 2003 AND 2006
2003 2006    Mean Stand. dev.
Employee competence 4.60 4.98 -0.38 1.01 -2.245 0.031
Attitude  to work 5.18 5.10 0.09 1.20 0.426 0.673
Employee innovativeness 4.57 5.10 -0.52 1.30 -2.411 0.021
Management philosophy 5.23 5.63 -0.40 0.20 -1.971 0.057
Culture 5.04 4.87 0.17 0.22 0.779 0.441
Business processes 5.01 6.00 -0.99 0.40 -2.467 0.019
Information technology 4.63 5.19 -0.56 0.26 -2.164 0.037
Customer satisfaction and 
loyalty
5.43 5.40 0.03 1.40 0.142 0.888
Brand and image 5.34 5.37 -0.03 1.45 -0.113 0.910
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In the last survey it was found that some sub-components of intellectual capital which
still have had an assigned average value lower than 5.00 out of 7.00 by managers of the
Slovenian hotel companies. They are the attitude to work of the human capital, culture
of structural capital and distribution channels of customer capital. They are distributed
quite evenly across different components of intellectual capital. Additionally, attitude to
work and the culture of the company are even more critical sub-components because
the level of their development stagnated in the given period. As Amidon (2002) already
stated, creation or development of culture where knowledge is valued and shared
effectively is one of the most difficult challenges faced in practice. There is a vital
challenge to managers to encourage the development of a culture that ensures the quality
of tourism products. Kotler, Bowen and Makens (1999, p. 321) argue that the culture
of the company directs the behavior of its employees and includes their values and
beliefs. According to this, it is understandable that there has not been any progress in
the development of attitude to work in the given period, since there has not been any
progress in the culture of the company either. Furthermore, development of distribution
channels is essential because of the Internet and its opportunities to the hotel compa-
nies. Some progress has been done, but there is a great need to develop it further since
competition, a global market place, electronic distribution techniques and a perishable
product have increased the importance of distribution in the tourism industry (Kotler et
al., 1999, p. 451).
The study findings indicate that intellectual capital had a marked improvement in the
field of intellectual capital in general in the Slovenian hotel industry between 2003 and
2006. It is in accordance with the study of Mihalič & Dmitrović (2000) that intangible
resources or intellectual capital will be even more important in the Slovenian hotel
industry after entry into the EU. The Slovenian hotel companies have prepared them-
selves for the competitiveness in the EU although additional progress of intellectual
capital is needed.
Customer satisfaction and the loyalty sub-component as well as the brand and image
sub-component have not be developed in the given period of time at all. They should be
reinforced because the hotel industry in Slovenia should not rely for too long on the
development of customer satisfaction and the loyalty sub-component and the brand and
image sub-component that were reached already in 2003. Thus, the Slovenian hotel
industry should put its efforts to raise customer satisfaction and retention rates and
enhance its image and brand through marketing. Development of distribution channels
has not yet reached a satisfactory level.
It can be concluded that stagnation of intellectual capital is partly present in the hotel
industry in Slovenia. There have been notable changes in the last three years that will
hopefully continue to expand through intellectual capital as a whole. There are some
recommendations for managers of the Slovenian hotel industry that can be given.
Firstly, Slovenian hotel companies should put greater effort and investment in raising
the level of development of distribution channels or networks, and to boost company
culture and employee attitude to work. Employees should be aware of the value of their
contribution to intellectual capital. In this manner they could help to create a better
attitude to work and culture in the company. Secondly, once a year, surveys on intellec-
tual capital are proposed to be undertaken in each Slovenian hotel company to inform
managers, owners and others about the development and dynamics of intellectual
capital. So far, the research we have conducted provides just a general picture of
intellectual capital in the Slovenian hotel companies.
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The results of the study can be used as data in further research on the development of
intellectual capital within the environment of the European free market. It is planned to
repeat the research in three years time to measure the progress that the Slovenian hotel
industry has made in the field of intellectual capital in the European single market.
Amidon, D. (2002). The Innovation Super Highway – Mobilizing Intellectual Capital. In Intelektualni
kapital – Od potenciala do ustvarjene vrednosti. Portorož: Inštitut za intelektualni kapital.
Bontis, N. (1998). Intellectual Capital: An Exploratory Study that Develops, Measures and Models.
Management Decision, 36(2), 63–76.
Bouncken, R. B. (2002). Knowledge Management for Quality Improvements in Hotels. In R. B. Bouncken
& S. Pyo (Eds.), Knowledge Management in Hospitality and Tourism (pp. 25-59). New York etc:
The Haworth Hospitality Press.
Brown, J. B. & McDonnell, B. (1995). The Balanced Score-Card: Short-term Guest or Long-term
Resident? International Journal of Contemporary Hospitality Management, 7(2), 7–11.
Cho, V. & Leung, P. (2002). Towards Using Knowledge Discovery Techniques in Database Marketing for
the Tourism Industry. In R. B. Bouncken & S. Pyo (Eds.), Knowledge Management in Hospitality
and Tourism (pp. 109-131). New York etc: The Haworth Hospitality Press.
De Keyser, R. & Vanhove, N. (1994). The Competitive Situation of Tourism in the Caribbean Area –
Methodological approach. Revue de Tourisme, 49(3).
Denton, G. A. & White, B. (2000). Implementing a Balanced-Scorecard Approach to Managing Hotel
Operations. Cornell and Restaurant Administration Quarterly, 41(1), 94–107.
Doran, M. S., Haddad, K. & Chow C. W. (2002). Maximizing the Success of Balanced Scorecard
Implementation in the Hospitality Industry. International Journal of Hospitality & Tourism
Administration, 3(3), 33–58.
Edvinsson, L. (2002). Corporate Longitude. Harlow: Book House Publishing.
Edvinsson, L., & Malone S. M. (1997). Intellectual Capital. New York: Harper Collins Publishers.
Engstroem, T. E.J., Westnes, P. & Westnes S. F. (2003). Evaluating intellectual capital in the hotel
industry. Journal of Intellectual Capital, 4(3), 287–303.
Gronau, N. (2002). The Knowledge Cafe – A Knowledge Management System and Its Application to
Hospitality and Tourism. In R. B. Bouncken & S. Pyo (Eds.), Knowledge Management In Hospital-
ity and Tourism (pp. 75-88). New York etc: The Haworth Hospitality Press.
Haanes, K., & Lowendahl, B. (1997). The Unit of Activity: Towards an Alternative to the Theories of the
Firm. In T. Howard et al. (Eds.), Strategy, Structure and Style. New York: John Wiley & Sons.
Harrison, S. & Sullivan, P. H. Sr. (2000). Profiting from Intellectual Capital: Learning from Leading
Companies. Journal of Intellectual Capital, 1(1), 33–46.
Hamel, G. & Prahalad, C. K. (1990). The Core Competence of the Corporation. Harvard Business
Review, 68(3), 79–91.
Hattendorf, M. (2002). Knowledge Supply Chain Matrix Approach for Balanced Knowledge Manage-
ment: An Airline Industry Firm Case. In R. B. Bouncken & S. Pyo (Eds.), Knowledge Management
in Hospitality and Tourism (pp. 61-73). New York etc: The Haworth Hospitality Press.
Hope, J., Fraser, R. (1997). Beyond Budgeting...Breaking Through the Barrier to »The Third Wave«.
Management Accounting, 75(11), 20-23.
Hribar, M. (2006). Turistična politika za leto 2006 z usmeritvami za leto 2007. Ljubljana: Ministrstvo
za gospodarstvo.
Huckenstein, Di. & Diboff, R. (1999) Hilton Hotels: A Comprehensive Approach to Delivering Value to
All Stakeholders. Cornell and Restaurant Administration Quarterly, 40(4), 28–39.
Kahle, E. (2002) Implications of »New Economy« Traits for the Tourism Industry. In R. B. Bouncken &
S. Pyo (Eds.), Knowledge Management In Hospitality and Tourism (pp. 5-23). New York etc: The
Haworth Hospitality Press.
Kaplan, R. S. & Norton, D. P. (2000). Uravnoteženi sistem kazalnikov. Ljubljana: Gospodarski vestnik.
Kotler, P., Bowen, J., & Makens, J.(1999). Marketing for Hospitality and Tourism. Upper Saddle River:
Prentice Hall.
Kovač, B. (2002). Strategija slovenskega turizma 2002–2006. Ljubljana: Ministarstvo za
gospodarstvo RS.




TOURISM RESEARCH NOTE    H. Nemec RudežVol. 55  No 1/ 2007/ 93-101
Mihalič, T. & Konečnik, M. (2000). Slovenian hotel industry competitiveness before and after EU entry.
In International congress Hotel 2000, 15 th Biennal Scientific meeting: Tourism and hospitality
management: trends and challenges for the future (pp. 537–556). Opatija: Faculty of Tourism
and Hospitality Management.
Mihalič, T. & Dmitrović, T. (2000). The competitiveness of the Slovenian hotel and travel industry before
and after EU entry. In Tourism and transition: procedings of the International Conference (pp.
259–286). Dubrovnik: Faculty of Tourism and Foreign Trade.
Nemec, H. (2002). Pomen intelektualnega kapitala za turizem. In Vukovič (Ed.), Zbornik 21.
Znanstvene konference o razvoju organizacijskih ved: Management in Evropska unija (1339–
1346). Portorož: Fakulteta za organizacijske vede.
Nemec Rudež, H. (2004). Intelektualni kapital v slovenskih turističnih podejtjih. Doktorska disertacija.
Ljubljana: Ekonomska fakulteta.
Pak, M. (2003). Uporaba uravnoteženega sistema kazalnikov (BSC) pri sistemu strateškega
managementa Slovenske turistične organizacije. Magistrsko delo. Ljubljana: Ekonomska
fakulteta.
Pechlaner, H., Abfalter, D. & Raich, F. (2002). Cross-Border Destination Management Systems in the
Alpine Region – The Role of Knowledge Networks on the Example. In R. B. Bouncken & S. Pyo
(Eds.), Knowledge Management in Hospitality and Tourism (pp. 89-107). New York etc: The
Haworth Hospitality Press.
Pupovac, D., Zelenika, R. & Ogorelc, A. (2002). Čimbenici kulture i intelektualni kapital – determinante
tržišne politike turističnih tvrtki. Suvremeno poduzetništvo, 9(2), 215–222.
Ritchie, J. R. B. & Crouch, G. I. (1993). Competitiveness of International Tourism – A Framework for
Understanding and Analysis. AIEST congress proceding: Competitiveness of Long Haul Tourist
Destinations (pp. 23–71). St. Gallen: AIEST.
Roos, J., Roos, G. & Dragonetti, N. C. (2000). Intelektualni kapital. Ljubljana: Inštitut za intelektualni
kapital.
Saint-Onge, H. (1996). Tacit knowledge: The Key to the Strategic Alignment of Intellectual Capital.
Strategy & Leadership, 24(2), 10–14. Retreived September 1, 2001, from http://knowinc.com/
saint-onge/library/tacitknow.htm
Sirše, J., Vidjen, T., Kalin, J. & Černič, I. (2004). Satelitski računi za turizem v Sloveniji. Ljubljana:
Ministarstvo za gospodarstvo.
Stewart, T. A. (1999). Intellectual Capital: The New Wealth of Organizations. New York: Currency
Doubleday.
Sveiby, K.-E. (1997). The New Organizational Wealth: Managing & Measuring Knowledge–Based
Assets. San Francisco: Berrett-Koehler Publishers.
Vodeb, K. (2005). Turistički menadžment u oblikovanju turističke ponude graničnih regija. Doctoral
dissertation. Opatija: Fakultet za turistički i hotelski menadžment.
Vujić, V. (2002). Management of Knowledge and Personnel. In 16th Biennial International Congress –
Hotel and Tourism: Human Capital, Culture and Quality in Tourism and Hospitality Industry (pp.
237– 248). Opatija: Faculty of Tourism and Hospitality Management.
Vuković, I. (2002). Intellectual Capital in Tourism. In 16th Biennial International Congress – Hotel and
Tourism: Human Capital, Culture and Quality in Tourism and Hospitality Industry (pp. 249–
260). Opatija: Faculty of Tourism and Hospitality Management.
Submitted: 09/13/2006
Accepted: 01/20/2007
